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Vietnamese Attitudes and Behavioural Patterns towards 
Counterfeit Brands
Giang Huynh* and Dr Jonathan A.J. Wilson**
This study examines Vietnamese female consumers attitudes towards counterfeit branded prod-
XFWVE\LQYHVWLJDWLQJWKHLQÀXHQFHRIEUDQGLPDJHSURGXFWLQYROYHPHQWDQGSULFHDGYDQWDJHWRZDUGV
decision-making processes associated with purchasing and ownership. An inductive anti-positivist 
DSSURDFKZDVDGRSWHGHPSOR\LQJTXDOLWDWLYHPHWKRGVGUDZLQJIURPLQGHSWKLQWHUYLHZVGLVWLOOHG
DQGV\QWKHVL]HGXVLQJ:RUG&ORXGVRIWZDUHDV*HRJUDSKLF,QIRUPDWLRQ6\VWHP*,6EDVHG6SDWLDO
Analyses. Findings suggest that Price Advantage plays a determining and predominant role in encour-
DJLQJFRQVXPHUV¶SXUFKDVHLQWHQWLRQRIDFRXQWHUIHLWSURGXFW,QDGGLWLRQ%UDQG,PDJHKDVSRVLWLYH
HIIHFWRQWKHSXUFKDVHLQWHQWLRQDVZHOOZKLOHSURGXFWLQYROYHPHQWSOD\VQRVLJQL¿FDQWUROHLQWKH
process. Further observations point to there being paucity of literature that focuses on Vietnamese 
DQG$6($1PDUNHWV:LWKWKLVLVPLQGDQHZFRQFHSWXDOIUDPHZRUNZDVGHYHORSHGWRUHÀHFWWKH
QXDQFHVRIWKH9LHWQDPHVHFRQVXPHUH[SHULHQFHZKLFKLWLVVXJJHVWHGZLOOEHRIYDOXHWRVFKRODUV
practitioners and further studies.
KeywordsEUDQGLQJFRXQWHUIHLWEUDQGVIDNHEUDQGV9LHWQDPFRQVXPHUEHKDYLRXUEUDQGLPDJH
SXUFKDVHLQWHQWLRQSULFH$6($1
Penelitian ini bertujuan untuk mengetahui sikap dari konsumen wanita Vietnam terhadap produk 
PHUHNWLUXDQGHQJDQPHQJLQYHVWLJDVLSHQJDUXKGDULFLWUDPHUHNNHWHUOLEDWDQSURGXNVHUWDNHXQWXQ-
gan dari harga terhadap proses pengambilan keputusan yang terkait dengan pembelian dan kepemi-
likan. Dengan mengadopsi pendekatan anti-positivis induktif menggunakan metode kualitatif melalui 
wawancara mendalam yang kemudian diolah menggunakan perangkat lunak Word Cloud sebagai 
*HRJUDSKLF,QIRUPDWLRQ6\VWHP*,6EHUODQGDVNDQ6SDWLDO$QDO\VHV7HPXDQSHQHOLWLDQPHQXQMXN-
kan bahwa adanya keuntungan dari harga memiliki peranan penentu dan dominan yang mendorong 
QLDWNRQVXPHQXQWXNPHPEHOLSURGXNWLUXDQ6HODLQLWXFLWUDPHUHNPHPLOLNLSHQJDUXK\DQJSRVLWLI
pada niat membeli produk tiruan; sementara keterlibatan produk tidak berperan dalam proses pen-
gambilan keputusan. Hasil pengamatan lebih lanjut menunjukkan masih ada kekurangan literatur 
\DQJIRNXVSDGDSDVDU9LHWQDPGDQ$6($10HODOXLSHQHOLWLDQLQLNHUDQJNDNRQVHSWXDOEDUXGLNHP-
EDQJNDQXQWXNPHUHÀHNVLNDQSHQJDODPDQGDULNRQVXPHQ9LHWQDP\DQJGDSDWEHUPDQIDDWEDJLNDXP
WHUSHODMDUSUDNWLVLGDQMXJDXQWXNSHQHOLWLDQVHODQMXWQ\D
Kata KunciPHUHNPHUHNWLUXDQPHUHNSDOVX9LHWQDPSHULODNXNRQVXPHQFLWUDPHUHNQLDWPHP-
EHOL$6($1
Introduction
Counterfeiting is said to have had its growth 
VLQFH WKH V 3KDX 6HTXHLUD DQG 'L[
$ZKHQ/HYL¶VGLVFRYHUHGD ODUJHTXDQ-
tity of fake jeans carrying their trademark logo 
LQ 6RXWK (DVW$VLD 3KDX 6HTXHLUD DQG 'L[
$$ZDUH RI WKH HFRQRPLF GDPDJH WKDW
WKHJURZLQJFRXQWHUIHLWWUDGLQJPD\EULQJUH-
search continues to be carried out to identify 
the motivation for consumers to consume coun-
terfeit products; mainly in big markets such as 
&KLQD86$8.DQG$XVWUDOLD+RZHYHUWKHUH
have been a few papers that look into Vietnam-
HVHPDUNHW UHJDUGOHVV WKH IDFW WKDW WKLV FRXQ-
WU\LVUDQNHG¿IW\WKLUGJOREDOO\LQWHUPVRIWKH
8QLYHUVLW\RI*UHHQZLFK/RQGRQ8.
8QLYHUVLW\RI*UHHQZLFK/RQGRQ8.5RRP4$
%XVLQHVV 6FKRRO 8QLYHUVLW\ RI *UHHQZLFK 2OG 5R\DO
1DYDO &ROOHJH 3DUN 5RZ /RQGRQ 6( /6 (PDLO
j.a.j.wilson@gre.ac.uk
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FRXQWHUIHLWPDUNHWVL]HDQGLVÀDJJHGDVEHLQJ
DQHPHUJLQJPDUNHWWRZDWFK&KHQJ)XDQG
/H:LOVRQ
There have been complicated and contradic-
tory facts reporting on Vietnamese markets re-
garding the consumption of luxury goods and 
counterfeit products. Figures have shown that 
WKH*'3LQ9LHWQDPKDVGRXEOHGEHWZHHQ
and 2009. Along with that come the changes 
LQ LQFRPH GLVWULEXWLRQ ,Q 9LHWQDP ZDV
VWLOODFRXQWU\ZLWKDPLQRULW\RIDIÀXHQWKRXVH-
KROGV ,Q  LW KDV JURZQ WR EH D FRXQWU\
ZLWKDQHPHUJLQJVWURQJPLGGOHFODVVDW OHDVW
LQPDMRUXUEDQDUHDV0LDQLDQG0HUROD
This increase in household income has lead to 
WKHGHPDQGRISUHPLXPSURGXFWVVLQFH\RXQJ
people in urban cities have become more fash-
LRQDEOHDQGWUHQG\(XURPRQLWRU,QWHUQDWLRQDO
 +RZHYHU DFFRUGLQJ WR UHFHQW PDUNHW
UHVHDUFKFRQGXFWHGE\1LHOVHQLQ9LHWQDP
percent of the cosmetics and beauty care prod-
ucts on sale in Hanoi is unauthentic and will be 
of great harm to consumers. Vietnamese con-
sumers now accept the fact that luxury prod-
XFWVLQWKHPDUNHWDUHFRXQWHUIHLWV%HLQJDJHR-
JUDSKLFDO QHLJKERXU WR &KLQD D KRPHODQG RI
FRXQWHUIHLWLQJLQPDQ\ZD\VLWLVQRWGLI¿FXOW
for counterfeit products to be imported to Viet-
nam and distributed under perceived authentic 
brand names. 
:LWKLQWKHVHUHFHQW\HDUVLQWHUQDWLRQDOOX[-
ury brands have penetrated Vietnamese markets 
DQGRSHQHGRI¿FLDOVWRUHV7KHORQJKLVWRU\RI
counterfeit consumption has made Vietnam a 
challenging market for luxury brands. 
This inductive research aims to provide a 
better understanding of Vietnamese female 
consumers attitudes towards counterfeit brand-
HG SURGXFWV &%3 E\ LQYHVWLJDWLQJ WKH LQÀX-
HQFHRIEUDQGLPDJHSURGXFWLQYROYHPHQWDQG
price advantage to the decision making process 
of purchasing a counterfeit branded product.
Literature Review
Counterfeiting has become a global eco-
nomic phenomenon considering the demand for 
counterfeits of branded products. This makes 
the study of why consumers choose to purchase 
counterfeits more worthwhile than ever before 
%LDQDQG0RXWLQKR%
This literature review explores how coun-
WHUIHLWVKDYHEHHQGH¿QHGDQGSHUFHLYHGVXP-
marise the general motivations that have been 
considered to have impact on how consumers 
PDNHWKHLUSXUFKDVHGHFLVLRQRID&%3ZKLFK
LQFOXGHEUDQGLPDJHSURGXFWLQYROYHPHQWDQG
price. Figure 1 is a summary of the academic 
articles selected as a result of a systematic lit-
erature search and desk review:
What is a counterfeit branded product?
Counterfeits are illegal reproductions of a 
WUDGHPDUN EUDQG ZKLFK DUH VLPLODU RU LGHQWL-
FDO WR WKH RULJLQDOV LQFOXGLQJ SDFNDJLQJ DQG
ODEHOOLQJ 3KDX DQG7HDK :LOFR[ .LP
DQG 6HQ  ,Q RWKHU ZRUGV FRXQWHUIHLWV
are those bearing features that cannot be dis-
tinguished from a registered trademark be-
ORQJLQJ WRDQRWKHUSDUW\ %LDQDQG0RXWLQKR
%%DFNLQ*URVVPDQDQG6KDSLUR
KDYH LGHQWL¿HG WZR GLIIHUHQW W\SHV RI FRXQ-
terfeiting: deceptive and non-deceptive coun-
terfeits. With deceptive counterfeits or blur 
FRXQWHUIHLWV RIWHQ RFFXU WR DXWRPRWLYH SDUWV
FRQVXPHUHOHFWURQLFSURGXFWVSKDUPDFHXWLFDOV
DQGVRRQFRQVXPHUVFDQQRWREVHUYHWKHTXDO-
LW\RIWKHJRRGVWKDWWKH\SXUFKDVHQRUFDQWKH\
distinguish copies from authentic merchandise; 
therefore they cannot be held accountable for 
WKLV EHKDYLRXU *URVVPDQ DQG 6KDSLUR 
%LDQ DQG 0RXWLQKR % $V IRU QRQGH-
FHSWLYH FRXQWHUIHLWV FRQVXPHUV NQRZ DQG LQ-
tentionally purchase the fake products. This 
form of counterfeiting is the main focus of this 
research since non-deceptive counterfeits are 
FRPPRQLQOX[XU\EUDQGPDUNHWVIURPEUDQG
QDPH ZDWFKHV OHDWKHU IRRGV IDVKLRQ DSSDUHO
SHUIXPHV WR FRVPHWLFV *LYHQ WKDW WKH JOREDO
VDOHVRI FRXQWHUIHLW SURGXFWV VWDQG DW 86
billion and counterfeits account for eight per 
FHQWRIZRUOGWUDGH%LDQDQG9HORXWVRX
one would suspect that many buyers are not 
fooled. The study under the non-deceptive con-
text is important as under these circumstances 
might consumers perceptions of counterfeits 
UHÀHFWWKHLUGHPDQGIRUVXFKSURGXFWV*URVV-
PDQDQG6KDSLUR:LOFR[.LPDQG6HQ
%LDQDQG0RXWLQKR%
6LQFHWKHDSSHDUDQFHRIZKDWZHFDOO³IDNH´
OX[XU\SURGXFWVPDQXIDFWXUHUVKDYHIRXQGWKLV
ASEAN MARKETING JOURNAL
December 2014-Vol.VI- No.2- 89-104
90
market a fertile investment regardless of the 
fact that counterfeiting is seen as a serious eco-
QRPLFVRFLDODQGSROLWLFDOSUREOHP%LDQDQG
0RXWLQKR $ 7KLV RSHQV YDULRXV YLHZV
DERXW WKH PDQXIDFWXULQJ WKH RZQHUVKLS DQG
SXUFKDVHRID&%3
)URP WKH PDQXIDFWXUHU SRLQW RI YLHZ D
counterfeiter claimed that none of his custom-
HUVWKLQNWKDWKLVSURGXFWVDUHUHDO6WLSS
FLWHGLQ1LDDQG=DLFKNRZVN\&XVWRP-
ers buy his fake products because they cannot 
afford the authentic ones while the counterfeits 
come at lower price and almost as good as the 
RULJLQDOV%DVLFDOO\WKHFRXQWHUIHLWHUVDUHµmak-
ing consumers dream come true by providing 
a fake Chanel with much lower price than an 
original 1LDDQG=DLFKNRZVN\
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Table 1. Taxonomy of key articles
$XWKRUV Year Title .H\SRLQWV
1 *URVVPDQ
DQG6KDSLUR
 Foreign counterfeits of 
status goods
2ULJLQDOO\GH¿QHVEHWZHHQWKHWZRPDUNHWVRIFRXQWHUIHLWVGHFHSWLYHDQGQRQ
deceptive counterfeits.
2 Peter H. 
%ORFK
5RQDOG)
%XVK/HODQG
Campbell
 Consumer accomplices in 
product counterfeiting
'LVFXVVIURPGHPDQGDQGVXSSO\VLGHSURSRVLQJSULFHSOD\VLPSRUWDQWUROHVZKHQ
consumer decide
 &KHRN.+
7DQ6-DQG
Wee C.H.
1995 1RQSULFHGHWHUPLQDQWV
of intention to purchase 
counterfeit goods: An 
exploratory study"
'LVFXVVDWWLWXGHVEUDQGVWDWXVPDWHULDOLVPDQGVL[SURGXFWDWWULEXWHV([SODLQZK\
using non-price factors when researching counterfeits motivation
 3OXPPHU-7 2000 How personality makes a 
difference
6XJJHVWWKUHHZD\VRIORRNLQJDWRQHEUDQG
VLPDJH
%UDQGFKDUDFWHULVWLFV
- Product attributes 
3HUFHLYHGFRQVHTXHQFHVEHQH¿WV
5 1LD$
=DLFKNRZVN\
-/
2000 Do counterfeits devalue 
the ownership of luxury 
brands?
'LVFXVVV\PEROLVPDQGGLIIHUHQWYLHZVRQ&%3
 .LP+0
6HQ6DQG
:LOFR[.
 Why do Consumers 
%X\&RXQWHUIHLW/X[XU\
%UDQGV"
'LVFXVVFKDQJHVLQTXDOLW\RI&%3V
6XJJHVWVHYHUDOFRXQWHUIHLWSXUFKDVHGHFLVLRQW\SHVZLWKGLIIHUHQWGULYLQJ
motivations.
)RFXVRQDWWLWXGHVVHUYLQJVRFLDODGMXVWLYHDQGYDOXHH[SUHVVLYHXVLQJH[DPSOHV
from brand conspicuousness and advertising copy.
7 %LDQ;DQG
0RXWLQKR/
2009 An investigation 
of determinants of 
counterfeit purchase 
consideration
3URSRVHWKUHHGHWHUPLQDQWVEUDQGLPDJHSURGXFWNQRZOHGJHDQGSURGXFWLQYROYH-
ment.
Discuss functional luxury brands and fashionable luxury brands.
&RQFOXGHWKDWEUDQGSHUVRQDOLW\LVWKHPRVWLQÀXHQWLDOIDFWRU
 3KDX,
6HTXHLUD0
DQG'L[6
2009A Consumers willingness 
to knowingly purchase 
counterfeit products
'LVFXVVVWDWXVFRQVXPSWLRQPDWHULDOLVPDQGLQWHJULW\DIIHFWDWWLWXGHV
Product attributes affect the knowingly willingness to buy.
6XSSRVLQJWKDWWKHEHQH¿WVDVVRFLDWHGZLWKWKHRULJLQDODQGFRXQWHUIHLWVDUHWKH
VDPHFXVWRPHUVDUHOLNHO\WRNQRZLQJO\SXUFKDVH&%3
9 3KDX,
6HTXHLUD0
DQG'L[6
% To buy or not to buy 
D³FRXQWHUIHLW´5DOSK
/DXUHQSRORVKLUW7KH
role of lawfullness and 
legality toward purchas-
ing counterfeits
8VH75$DQGWKHRU\RIPRUDOUHDVRQLQJWRIRUPWKHDWWLWXGHVWRZDUGV&%3
)DFWRUVLQÀXHQFLQJDWWLWXGHVDUHPDWHULDOLVPVWDWXVFRQVXPSWLRQLQWHJULW\DQG
legality.
5HVXOWVSHRSOHZLWKORZLQFRPHVDQGKLJKLQWHJULW\DUHOLNHO\WRSXUFKDVH&%3EXW
not exclusively.
3HRSOHZKRVHHPRQH\DVKRQHVWDQGSROLWHKDYHQHJDWLYHDWWLWXGHVWRZDUG&%3
10 3KDX,DQG
7HDK0
2009 'HYLOZHDUVFRXQWHUIHLW
Prada: a study of ante-
cedents and outcomes of 
attitude towards counter-
feits of luxury brands
'H¿QHFRXQWHUIHLWVDQGGLVFXVVSUHYLRXVUHVHDUFKUHJDUGLQJDWWLWXGHVWRZDUGV
counterfeits.
7HVWLQ$VLDQPDUNHWXVLQJFROOHFWLYLVPVRFLDODQGSHUVRQDOIDFWRUVDIIHFWLQJDWWL-
WXGHVWRZDUGV&%3VSOXVWDNLQJYDOXHFRQVFLRXVFRQVXPHUVDQGVWDWXVFRQVXPSWLRQ
into consideration.
11 %LDQ;DQG
0RXWLQKR/
2011A ³&RXQWHUIHLWVDQG
branded products: effects 
RIFRXQWHUIHLWRZQHUVKLS´
&%3XVHUVHYDOXDWH%3DVSRVLWLYHO\DVQRQ&%3XVHUV
1RQ&%3XVHUVGRQ¶WHYDOXDWH&%3DVSRVLWLYHO\
7KHUHPD\QRWEHDORVVRIVDOHVWR%3
&%3SXUFKDVHLQWHQWLRQLVSUHGRPLQDQWO\GHWHUPLQHGE\SHUFHLYHG&%3EUDQG
personality.
3HUFHLYHG¿QDQFLDOULVNRI&%3KDVQRLPSDFWRQ&%3SXUFKDVHLQWHQWLRQ
3HUFHLYHGVRFLDOULVNRI&%3KDVVLJQL¿FDQWLPSDFWRQ&3%SXUFKDVHLQWHQWLRQ
12 %LDQ;DQG
0RXWLQKR/
% 7KHUROHRIEUDQGLPDJH
SURGXFWLQYROYHPHQWDQG
knowledge in explain-
ing consumer purchase 
behaviour of counterfeits
&%3SURQHFRQVXPHUVDUHVHHNLQJSRVLWLYHEUDQGSHUVRQDOLW\DVVRFLDWHGZLWK
%3ĺ%UDQGSHUVRQDOLW\SOD\VGRPLQDQWUROHLQEUDQGLPDJH&%3DQG%3DUH
bought under high product involvement situation but for different usage. 
High disposability and low price make customers purchase.
.QRZOHGJHDEOHFXVWRPHUVDUHOHVV&%3SURQH
With the rapid expansion of the counterfeit 
LQGXVWU\TXHVWLRQVKDYHEHHQPDGHWRH[SORUH
whether the existence of counterfeits has de-
YDOXHG WKHDXWKHQWLF OX[XU\SURGXFWV1LDDQG
=DLFKNRZVN\KDYHFRQFOXGHG WKDW OX[-
ury brand owners found it fun and worth the 
SULFH WKDW WKH\ SDLG IRU WKH OX[XU\ SURGXFWV
whether or not they are original or counterfeit. 
,QWKHLUUHVHDUFKUHVSRQGHQWVZHUHSHRSOHZKR
RZQOX[XU\EUDQGVERWKRULJLQDODQGFRXQWHU-
feits. Those who purchased the authentic prod-
ucts see the counterfeits to be inferior and they 
appreciate the prestigious ownership of the 
RULJLQDO SURGXFWV 2Q WKH RWKHU KDQG SHRSOH
with counterfeits are more open-minded and 
they do not mind if their products are seen to be 
LQIHULRU2YHUDOOIRUOX[XU\EUDQGVRZQHUVWKH
invasion of the counterfeits doesnt make them 
ZRUULHGDERXWWKHGHFUHDVHLQWKHVWDWXVYDOXH
or satisfaction of possessing the original luxury 
SURGXFWV1LDDQG=DLFKNRZVN\
)RU WKDW UHDVRQ what is a counterfeit of a 
branded product in Vietnamese consumers 
perspective? (Q1)
Brand image
The objective of investing in brand develop-
ment is to create an identity around which prod-
ucts come to be recognised and valued by cus-
WRPHUV %LDQ DQG 0RXWLQKR $ VLPSOH
GH¿QLWLRQ RI EUDQG LPDJH DFFRUGLQJ WR$DNHU
LVKRZDEUDQGLVSHUFHLYHGE\FRQVXP-
ers. Perception has always been the most sig-
QL¿FDQW LQ HIIHFWLYH FRPPXQLFDWLQJ WKHUHIRUH
perceived brand image is indeed the consum-
HUV¶SHUFHSWLRQVRIDEUDQG%LDQDQG0RXWLQKR
$,QKLVSXEOLVKHGDUWLFOHLQ3OXP-
mer stated that a brand presents itself to the 
world in many ways and the world interprets the 
EUDQG WKURXJKPDQ\GLIIHUHQW¿OWHUV WRR$Q\
EUDQG DFFRUGLQJ WR KLP FDQ EH GHVFULEHG LQ
terms of three classes of characteristics: physi-
cal attributes; brand personalities and perceived 
FRQVHTXHQFHVRIXVLQJWKHEUDQG7KHVHDUHWKH
WKUHH FRPSRQHQWV WR D EUDQG LPDJH WKUHH DV-
SHFWVRIDEUDQG¶VGHVFULSWLRQ3OXPPHU
Product attributes
Product attributes are those descriptive 
features that characterise a product or service 
.HOOHU$SHULDDQG*HRUJVRQDQGFDQEH
categorised in a variety of ways; they are inde-
SHQGHQWO\YHUL¿DEOHDQGSOD\DVLJQL¿FDQWUROH
in decision-making process. An individual can 
see for him or herself exactly what the charac-
WHULVWLFVRIWKHEUDQGPD\EH3OXPPHU
5HVHDUFK KDV LQGLFDWHG WKDW WKH PRUH SRVLWLYH
the consumers perceptions of the product at-
WULEXWHVRIDVSHFL¿FEUDQGDUHWKHPRUHFKDQFH
WKHUHLVRIWKHEUDQGHGSURGXFW%3EHLQJSXU-
FKDVHG%LDQDQG0RXWLQKR%+RZHYHU
a counterfeit cannot exist without high brand 
YDOXHSURGXFWV EHFDXVH WKHSURGXFW DWWULEXWHV
DUHFRSLHGIURPWKHRULJLQDOSURGXFWFDUU\RQO\
D IHZGLVWLQFWLYH IHDWXUHV 7XUXQHQDQG/DDN-
VRQHQ  *URVVPDQ DQG 6KDSLUR 
FRQVLGHUHGFRXQWHUIHLWVDUHRIPXFKORZHUTXDO-
ity than the authentic goods they imitate while 
7XUXQHQDQG/DDNVRQHQVWDWHGWKDWFRXQ-
WHUIHLWVDUHLPLWDWHGSURGXFWVRIORZTXDOLW\DQG
low price and that those are a common sight on 
WKHVWUHHW,QFRXQWHUIHLWVWKHIXQFWLRQDOLW\DQG
DHVWKHWLFUHDVRQVDUHYLWDODVWKHTXDOLW\H[SHF-
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)LJXUH%UDQGLPDJHFRPSRQHQWV$GDSWHGIURP3OXPPHU
tations are a common concern. Consumers per-
ceive counterfeit and authentic products to be 
RQGLIIHUHQWOHYHOVDQGSRVVHVVGLIIHUHQWTXDOL-
WLHVHVSHFLDOO\LQSURGXFWDWWULEXWHV2QHRIWKH
main attributes that consumers consider while 
purchasing luxury products is authenticity. This 
attribute is perceived as a self-evident charac-
teristic of original products while it is regarded 
as the most important factor to distinguish lux-
XU\IURPFRXQWHUIHLW7XUXQHQDQG/DDNVRQHQ
7KHUHIRUHto what extent do product at-
WULEXWHVLQÀXHQFHFRQVXPHUV¶SXUFKDVHLQWHQ-
tion of a CBP? (Q2)
Brand personality
$DNHUGH¿QHGDEUDQGSHUVRQDOLW\DV
the set of human characteristics associated with 
a given brand. A brand personality factor en-
ables a consumer to express his or her own self. 
,W LV WKH UHVXOW RI FRPPXQLFDWLRQV DQG VHUYHV
as a symbolic function and helps consumers to 
differ from or to integrate themselves with oth-
HUV3OXPPHU%LDQDQG0RXWLQKR
%%UDQGHGSURGXFWVDUHRIWHQSXUFKDVHG
based not only on functional attributes but also 
IRU V\PEROLF UHDVRQV %LDQ DQG 0RXWLQKR
$ 1RZDGD\V SUHVWLJH DQG V\PEROLVP
have become an essential role in consumers 
mind when purchasing any fashion-related 
SURGXFWV*LYHQ WKH IDFW WKDW IDVKLRQSURGXFWV
GRQRWODVWIRUORQJIDVKLRQFKDQJHVDQGSHR-
SOHQHHGWRVWD\LQWUHQGPRVWFRQVXPHUVQRZ
hesitate to spend a fortune on some bag that 
will stay in Vogue for a month and soon will 
IDGH RXW RI WUHQG 6\PEROLF EUDQGV DUH RIWHQ
used as an expression of an individuals self-
FRQFHSWDQGQHHGIRUVRFLDOFRQIRUPLW\3KDX
6HTXHLUD DQG 'L[ $ 7KH FRQVXPSWLRQ
of a luxury product becomes meaning-based 
when the product is used as symbolic resources 
for the construction and maintenance of iden-
WLW\/X[XU\LWHPVFRQWDLQHPRWLRQDOYDOXHDQG
FRQVXPHUVSHUFHLYHDSURGXFW WREHH[TXLVLWH
LWJLYHVWKHSURGXFWDSHUVRQDOPHDQLQJV7KXV
VHOILGHQWLW\ DQG VHOILPDJH FDQ EH FRQ¿UPHG
through a luxury products symbolic meanings 
7XUXQHQDQG/DDNVRQHQ
Product attributes often affect the brand 
personality and the brand personality can also 
UHLQIRUFH DQG UHSUHVHQW DQ DWWULEXWH $DNHU
3UHYLRXVUHVHDUFKVXJJHVWVWKDWIDYRXU-
able brand personalities are a central driver of 
consumer preference and usage as consumers 
are prone to associate themselves with a de-
VLUHG JURXS RU LGHDO VHOILPDJH $DNHU 
%LDQ DQG 0RXWLQKR % ,W KDVQ¶W EHHQ
FRQ¿UPHGZKHWKHURUQRWWKHEUDQGSHUVRQDOLW\
RIDQRULJLQDOEUDQGLQWKLVFDVHOX[XU\EUDQG
FDQEHWUDQVIHUUHGWRDFRXQWHUIHLW+RZHYHUDV
symbolic attributes are captured by brand name; 
DQGFRQVLGHUD&%3LVVLPSO\QRWDSURGXFWEXW
more importantly a brand  a counterfeit one 
that bears a brand name of an original branded 
SURGXFWLWLVUDWLRQDOWRDVVXPHWKDWRQFH&%3V
are perceived to possess positive and favour-
able brand personalities they are more likely 
WREHSXUFKDVHG%LDQDQG0RXWLQKR%
7KXVhow powerful is brand personality when 
consumers decide to purchase a CBP? (Q3)
3HUFHLYHGEHQH¿WVFRQVHTXHQFHV
$FFRUGLQJWR3OXPPHUWKHEHQH¿WV
FRQVHTXHQFHVRIXVLQJDEUDQGDUHLQVRPHFDV-
es external functions and in other cases have 
internal effects on the head of the person using 
WKHSURGXFW,QRWKHUZRUGVWKHSHUFHLYHGEHQH-
¿WVFRQVHTXHQFHVDUHZKDWFRQVXPHUVWKLQNWKH
SURGXFWFDQGRIRUWRWKHP%LDQDQG0RXWLQ-
KR % 5HJDUGLQJ WR D &%3 LW LV RIWHQ
WKH EHQH¿WV WKDW FRQVXPHUV EHOLHYH WKH SURG-
XFWV ZLOO EULQJ DV EHQH¿WV DUH ZKDW FRQVXP-
HUV VHHN ZKLOH SXUFKDVLQJ D SURGXFWD EUDQG
7KHVHEHQH¿WVOHDGWRFHUWDLQHQGVWDWHVRUYDO-
XHV WKDWFRQVXPHUVZLVKWRDFKLHYH%LDQDQG
0RXWLQKR%7KHUHDUHWZRW\SHVRIEHQ-
H¿WVIXQFWLRQDODQGHPRWLRQDOEHQH¿WV*LYHQ
the fact that luxury branded products give the 
FRQVXPHUVDSRVLWLYHIHHOLQJWKHSXUFKDVHRID
&%3FDQEHRIIHULQJFRQVXPHUVZLWKHPRWLRQDO
EHQH¿WV $DNHU  3DVW VWXGLHV VXJJHVW D
SRVLWLYHUHODWLRQVKLSEHWZHHQSHUFHLYHGEHQH¿W
and consumer decision making; hence how in-
ÀXHQWLDODUHFRQVXPHUV¶SHUFHLYHGEHQH¿WVWR
the purchase intention of a CBP? (Q4)
Product involvement
/LNH PDQ\ PDUNHWLQJ FRQFHSWV SURGXFW
involvement is derived from the discipline of 
SV\FKRORJ\ ,QYROYHPHQW LV RQH RI WKH IRXU
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DGYHUWLVLQJPRGHOV LQWURGXFHGE\3HOVPDFNHU
*HXHQV DQG 9DQ GHQ %HUJK  ZKLFK LV
used to elicit emotional response.  Product in-
YROYHPHQW LV FRPPRQO\ GH¿QHG LQ PDUNHWLQJ
as a consumers enduring perceptions of the im-
portance of the product category based on the 
FRQVXPHU¶V LQKHUHQW QHHGV YDOXHV DQG LQWHU-
HVWV%LDQDQG0RXWLQKR%3HOVPDFNHU
*HXHQVDQG9DQGHQ%HUJKSGH¿QHG
involvement as the importance people attach to 
a product or a buying decision, the extent to 
which one has to think it over and the level of 
perceived risk associated with an inadequate 
brand choice. Product involvement has been 
DQLQVWUXPHQWDOIUDPHZRUNYLWDOWRXQGHUVWDQG
consumer decision-making behaviour and asso-
FLDWHGFRPPXQLFDWLRQV)LOO
5HVHDUFK VXJJHVWV WKDW ZKHQ SURGXFW LQ-
YROYHPHQW LVKLJKFRQVXPHUVKDYHPRUHPR-
tivation to devote cognitive effort to evaluating 
the merits of a product as buyer decision pro-
cesses are thought to proceed through extended 
GHFLVLRQ PDNLQJ D VHULHV RI VHTXHQWLDO VWDJHV
involving information search and evaluation 
RIFULWHULD%LDQDQG0RXWLQKR%
*LYHQWKDWEUDQGHGSURGXFWVDUHKLJKLQYROYH-
PHQWFRQVXPHUVDUHOLNHO\WRSD\DJUHDWGHDO
RIHIIRUWWRSURFHVVLQIRUPDWLRQGLVWLQJXLVKEH-
tween a branded product and a counterfeit one 
and consumers might develop different percep-
WLRQV RI D FRXQWHUIHLW EUDQGHG SURGXFWV&%3
DQG D EUDQGHG SURGXFW %3 &RQVXPHUV ORRN
IRUPRUHSHUVRQDOH[SHULPHQWDODQGV\PEROLF
gain with high involvement products. That 
PHDQV RQFH &%3V GRQ¶W PDWFK WKH H[SHFWD-
WLRQV GHVLUHG E\ FRQVXPHUV WKH\ VWDQG D OHVV
FKDQFHWREHSXUFKDVHG+HQFHto what level 
can product involvement impact consumers 
purchase intention of a CBP? (Q5)
Price advantage
,W KDV EHHQ FODLPHG WKDW µ3ULFH LV XQTXHV-
tionably one of the most important marketplace 
FXHV¶ E\ /LFKWHQVWHLQ DW DO LQ  FLWHG LQ
:HH7DDQG&KHRNVRSULFHLVDVLJQL¿-
cant factor to consider when discussing the mo-
tivation of purchasing a counterfeit. 
There are certain past papers which do not 
take price into consideration such as a paper in 
E\:HH7DDQG&KHRN$FFRUGLQJWRWKH
DXWKRUVLWLVREYLRXVWKDWFRQVXPHUVSXUFKDVH
counterfeits because they are cheaper version 
RI WKH EUDQGHG RULJLQDOV :HH 7D DQG &KRHN
decided to look beyond the price factor since 
WKH\ DFNQRZOHGJHG 'LFNVRQ DQG 6DZ\HU¶V
ZRUGV µVKRSSHUV DUH YHU\ KHWHURJHQHRXV LQ
terms of their attention and reaction to price and 
SULFHSURPRWLRQV¶FLWHGLQ:HH7DDQG&KHRN
7KH\DOVRVXJJHVWHGWKDWSULFHLVQRWDQ
issue since most of the counterfeits are often the 
reproductions of luxury goods which command 
high premiums nonetheless. 
2Q WKH RWKHU VLGH GH 0DWRV HW DO 
have found out a close relationship between 
the price factor and the purchase intention of a 
FRXQWHUIHLW7KH\VSHFL¿HGWKHWZRPDLQGLIIHU-
ences consumers perceive between a counter-
feit and an original product are the lower prices 
and the poorer guaranties. Price difference is 
an important variable when choosing a coun-
WHUIHLW%ORFK%XVKDQG&DPSEHOODOVR
found consumers will select a counterfeit over 
an authentic product when there is a price ad-
YDQWDJH$QJ HW DO  FRQFOXGHG WKDW WKH
more value-conscious one is; the more favour-
DEOHLVRQH¶VDWWLWXGHWRZDUGVFRXQWHUIHLWV0RVW
purchasers of authentic luxury brands pursue 
YDOXH IRU EUDQG SUHVWLJH DQG LPDJH EHQH¿WV
but maybe unwilling to pay an extremely high 
price for it. For a lower price and a slightly sub-
VWDQGDUG TXDOLW\ FRXQWHUIHLWV DUH LQ IDYRXU DV
WKH\ VWLOOSURYLGH WKH VDPH IXQFWLRQDOEHQH¿WV
DVWKHRULJLQDOV6D\LQJWKDWDJDLQYDOXHFRQ-
scious consumers are more prone to purchas-
LQJDFRXQWHUIHLW3KDXDQG7HDK$WWKH
HQGRIWKHGD\SULFHLVVWLOOWKHPDLQPRGHUDWRU
of attitudes towards counterfeit purchasing in-
WHQWLRQ3HQ]DQG6WRWWLQJHU7KHUHIRUH
how important is price in consumers decision 
making to purchase a CBP? (Q6)
Conceptual framework
6WXG\RQFRQVXPHUV¶EHKDYLRXUDQGDWWLWXGH
towards counterfeit products has been taken 
place for a long period of time with different 
approaches and distinctive results. This paper 
has taken the diversity in counterfeiting litera-
ture into consideration and has selected the most 
VLJQL¿FDQWGHWHUPLQDQWVWRWKHGHFLVLRQPDNLQJ
and purchase intention of a counterfeit product. 
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5HVHDUFK KDV LQGLFDWHG GLIIHUHQW GHWHUPL-
nants leading to the purchase intention of a 
counterfeit product; one of those important 
IDFWRUVLVDOZD\VSULFH$XWKRUVVXFKDV%ORFK
HW DO $QJ HW DO  DQG3KDX DQG
7HDKFRQVLGHUSULFHDGYDQWDJHWREHVLJ-
QL¿FDQWO\LQÀXHQWLDO6RPHRWKHUDXWKRUVVXFK
DV%LDQDQG0RXWLQKR3KDX6H-
TXHLUDDQG'L[ $%:HH7DDQG
&KHRN  DOO DJUHHG WKDW WKHUH LVPRUH WR
the price advantage that motivates consumers to 
SXUFKDVH DQG FRQVXPH &%3V FRQVLGHULQJ WKDW
counterfeit products are reproduction of brand-
ed goods which already commands luxury con-
VXPSWLRQ+RZHYHU0LDQLDQG0HURODKDYHUH-
vealed interesting results in their research about 
Vietnamese consumers in 2012. While half of 
Vietnamese respondents feel positive towards 
IRUHLJQEUDQGV,WDOLDQEUDQGVLQWKLVFDVHDQG
associate foreign and luxury brands to have 
JRRG LPDJHSUHVWLJH DQGTXDOLW\   SHUFHQW
of them do not recall a recent purchase of an 
DXWKHQWLF,WDOLDQEUDQGZKLOHRQO\SHUFHQW
intend to make a purchase in the near future. 
1HDUO\SHUFHQWRIUHVSRQGHQWVZRXOGQRWEX\
DXWKHQWLF,WDOLDQEUDQGVLIWKH\KDYHDQRSWLRQ
of cheaper alternative Vietnamese brands. This 
behavioural gap shows that to Vietnamese con-
VXPHUVSULFHVWLOOODUJHO\FRQWULEXWHVWRDSXU-
FKDVHGHFLVLRQ$VDUHVXOWSULFHDGYDQWDJHLV
still considered to be one of the three main de-
terminants during the decision making process 
RID&%3SXUFKDVH
8VLQJ ¿QGLQJV IURP WKH OLWHUDWXUH UHYLHZ
WKLVVWXG\GHYHORSVVL[UHVHDUFKTXHVWLRQVDQG
investigates according to the framework pre-
sented below. This framework shows the three 
main factors that are suggested to lead to the 
purchase intention of a counterfeit product: 
EUDQG LPDJH SURGXFW LQYROYHPHQW DQG SULFH
advantage. Taking brand image as the main fac-
WRUWKHIUDPHZRUNLGHQWL¿HVWKUHHFRPSRQHQWV
so as to explore further into the motivation of 
SXUFKDVLQJ&%3V,QDGGLWLRQSULFHDGYDQWDJH
is proposed to be the determining element - af-
ter consumers have developed brand image and 
product involvement  to the decision making 
process.
8VLQJ WKHFRQFHSWXDOPDSDERYH WKHVHDUH
WKH VL[ UHVHDUFK TXHVWLRQV SURSRVHG IRU WKLV
study:
1. What is a counterfeit of a branded product 
&%3 LQ 9LHWQDPHVH FRQVXPHUV¶ SHUVSHF-
tive? 
 7R ZKDW H[WHQW GR SURGXFW DWWULEXWHV LQÀX-
ence consumers purchase intention of a 
&%3"
 +RZ SRZHUIXO LV EUDQG SHUVRQDOLW\ ZKHQ
FRQVXPHUVGHFLGHWRSXUFKDVHD&%3"
 +RZ LQÀXHQWLDO DUH FRQVXPHUV¶ SHUFHLYHG
EHQH¿WVWRWKHSXUFKDVHLQWHQWLRQRID&%3"
5. To what level can product involvement im-
pact consumers purchase intention of a 
&%3"
 +RZLPSRUWDQWLVSULFHLQFRQVXPHUV¶GHFL-
VLRQPDNLQJWRSXUFKDVHD&%3"
Figure 2. Conceptual framework
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Methods 
Participants were selected based on purpo-
VLYHVDPSOLQJZKLFKLQYROYHGFKRRVLQJSHRSOH
whose views were believed or judged to be rel-
evant to the topic. Purposive sampling is also 
proved to be most suitable for small sample 
VL]H UHVHDUFK -DQNRZLF]   6DXQ-
GHUV/HZLVDQG7KRUQKLOO7KHVDPSOH
for this study consisted of eight Vietnamese 
IHPDOHV ZKR ZHUH FDUHIXOO\ LQWHUYLHZHG DQG
selected based upon their familiarity with the 
concepts of luxury brands and counterfeit of 
branded products. 
Sample criteria
These are the sample criteria used in the 
MXGJHPHQW SURFHVV WR VHOHFW WKH ¿QDO UHVSRQ-
dents. All participants needed to:
 %H9LHWQDPHVHIHPDOHVOLYLQJLQHLWKHU+D-
QRLIRURYHU¿YH\HDUV
 %HRYHUDQGXQGHU
 %HIDPLOLDUZLWKWKHFRQFHSWVRIOX[XU\SURG-
XFWVHVSHFLDOO\IDVKLRQDQGEHDXW\SURGXFWV
 %HIDPLOLDURUH[SHULHQFHGZLWKWKHFRQFHSW
of counterfeiting. 
 %HDZDUHRIWKHH[LVWHQFHRIWKHFRXQWHUIHLW
branded products. 
The young generation in Vietnam forms the 
ODUJHVW DQG PRVW LPSRUWDQW FRQVXPHU JURXS
thanks to the higher living standards in urban 
FLWLHV7KH9LHWQDP%HDXW\DQG3HUVRQDO&DUH
reports in 2010 and 2011 have regarded young 
urban citizens as more fashionable and trend-
conscious. This derives from the long-standing 
SHUFHSWLRQ RI ³IRUHLJQ EUDQGV DUH EHWWHU WKDQ
GRPHVWLF RQHV´ WKH ULVH RI ,QWHUQHW DQG WKH
KLJKHU IUHTXHQF\ RI µIRUOHLVXUH¶ LQWHUQDWLRQDO
trips. These three reasons result in a young gen-
eration who are self-image conscious and un-
derstand then prefer foreign premium brands. 
(XURPRQLWRU,QWHUQDWLRQDO
$PRQJWKHVH\RXQJFLWL]HQVZRPHQSD\DW-
tention to their fashion and beauty choices and 
XVXDOO\PL[PDWFKWKHLUWUHQGVDQGVW\OHV0HQ
on the other hand do not change their fashion 
FKRLFHV WKDW RIWHQ (XURPRQLWRU ,QWHUQDWLRQDO
 7KLV UHVHDUFK WKHUHIRUH RQO\ VHOHFWV
young women as the sample to increase the re-
liability of data collected. 
Procedure for primary data collection
The method chosen for data collection was 
LQGHSWK LQWHUYLHZV 6HPLVWUXFWXUHG LQWHU-
views were applied aiming to describe consum-
ers real-life experience with counterfeit and 
DXWKHQWLFEUDQGHGSURGXFWVLQRUGHUWRLQWHUSUHW
WKH DWWLWXGHV .YDOH DQG %ULQNPDQQ 
,QGHSWKLQWHUYLHZVDUHWKHPRVWFRPPRQWHFK-
QLTXH DPRQJ H[SORUDWRU\ UHVHDUFKHV :LVNHU
 7KH ¿UVW UHDVRQ LV WKDW WKH SHUVRQDO
contacts of the interviewer and the interview-
HHV FDQ HQKDQFH WKH TXDOLW\ RI WKH GDWD 7KH
participants did not feel pressured for nervous 
talking to strangers about somewhat personal 
IHHOLQJVWKHLURZQLGHDVRIFRXQWHUIHLWLQJDQG
WKHLUVKRSSLQJSUHIHUHQFHV0RUHLPSRUWDQWO\
FRXQWHUIHLWLQJ LV LQGHHG DQ LQWHUHVWLQJ WRSLF
and participants felt more excited and eager 
to do an interview on that topic rather than to 
FRPSOHWHDTXHVWLRQQDLUH6DXQGHUV/HZLVDQG
7KRUQKLOO7KHVHFRQGUHDVRQLVWKHOLW-
erature. There were various studies done on this 
WRSLFEXWRQODUJHVFDOHDQGHPSOR\HGTXDQWLWD-
WLYHDSSURDFK VXFKDV3KDXDQG7HDK 
3KDX 6HTXHULD DQG 'L[ $ % ,Q
%LDQDQG0RXWLQKRKDYHXVHGPL[HGUH-
VHDUFKPHWKRGVLQWKHLUVWXGLHVLQFOXGLQJIRFXV
JURXSVDQGVXUYH\V2IDOODFDGHPLFDUWLFOHVUH-
YLHZHG IRU WKLV VWXG\ WKHUH ZDV RQH E\ %LDQ
DQG0RXWLQKRLQWKDWXVHGTXDOLWDWLYHDS-
proach with focus groups and interviews. The 
results provided in this research were valuable 
and in-depth. This in addition to the advantage 
of close relationships with participants has en-
couraged this study to employ solely in-depth 
interviews to produce primary data. The last 
reason of using in-depth interviews is the results 
TXDOLW\5HVSRQVHELDV FDQ DIIHFWPXFK WR WKH
TXDOLW\RIWKHGDWDDQGLWLVGXHWRWKHSHUFHS-
tions of the interviewees about the interviewers 
6DXQGHUV /HZLV DQG7KRUQKLOO  +RZ-
HYHULQWKLVFDVHDJDLQZLWKWKHSRVLWLYHFORVH
UHODWLRQVKLSWKHUHVSRQVHELDVZDVUHGXFHGWRD
minimum amount that could not affect the out-
come of the data. 
All interviews were conducted in Vietnam-
ese to maintain the authenticity of language and 
the reliability of data. There were nine inter-
views with one pilot study to test the feasibil-
LW\RIWKHLQWHUYLHZTXHVWLRQ$SLORWVWXG\LVD
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VPDOOVFDOHWULDOEHIRUHWKHPDLQLQYHVWLJDWLRQ
DLPHGWRDVVHVVWKHDGHTXDF\RIWKHUHVHDUFKGH-
sign and the research instruments used for data 
FROOHFWLRQ 6DSVIRUG DQG -XSS  SS
The pilot study took place a week before the 
DFWXDOLQWHUYLHZVZKLFKOHIWWLPHWRDGMXVWWKH
LQWHUYLHZTXHVWLRQVDFFRUGLQJO\$FRPSOHWHLQ-
WHUYLHZTXHVWLRQOLVWLVSURYLGHGLQWKHDSSHQGL[
S
Data analysis
'DWDFROOHFWHGIURPTXDOLWDWLYHUHVHDUFKDUH
RIWHQFDOOHGXQVWUXFWXUHGGDWDZKLFKPDNHVWKH
DQDO\VLVSURFHVVPRUHFKDOOHQJLQJDQGGLI¿FXOW
8QVWUXFWXUHGGDWDDUHQRWFRGHGLQWHUPVRIUH-
VHDUFKHUV¶ DQDO\WLFDO FDWHJRULHV DQG FDQ WDNH
YDULRXVVKDSHVDQGIRUPV6DSVIRUGDQG-XSS
 7KLV VHFWLRQ RI WKH FKDSWHU LQWURGXFHV
the process how the primary data were critically 
analysed. 
:KHQWKHGDWDZHUH¿UVWREWDLQHGWKH\ZHUH
LQ9LHWQDPHVHDQGLQDXGLRUHFRUGLQJV/LVWHQ-
ing to the audio recording helps to familiarise 
ZLWKWKHGDWDZKLOHWUDQVFULELQJWKHPLQWRZULW-
WHQZRUGSURFHVVHGGRFXPHQWVLVHVVHQWLDO,W
is an extremely time consuming process with 
the possible threats of misunderstanding and 
misinterpreting respondents; however the tran-
scription does not only facilitate further analysis 
but also to establish a permanent written record 
RI WKH GLVFXVVLRQV 6DSVIRUG DQG -XSS 
6DXQGHUV/HZLVDQG7KRUQKLOO6WHZDUW
6KDPGDVDQL DQG 5RRN  $V PHQWLRQHG
DERYHDOORIWKHLQWHUYLHZVZHUHFRQGXFWHGLQ
9LHWQDPHVH$V D UHVXOW WKH WUDQVFULELQJ SUR-
cess was in Vietnamese too in order to preserve 
the authenticity of language and meaning. 
This paper also followed an inductively 
based analytical procedure to analyse pri-
mary data with the data display and analysis 
DSSURDFK VXJJHVWHG LQ 0LOHV DQG +XEHUPDQ
7KHQH[WVWDJHRIWKLVSURFHGXUHLVGDWD
UHGXFWLRQ ZKLFK LQFOXGHV VXPPDULVLQJ DQG
simplifying data to transform and condense it 
6DXQGHUV/HZLVDQG7KRUQKLOO$PRQJ
D SOHWKRUD RI PHWKRGV WR UHGXFH GDWD WKLV UH-
VHDUFKVHOHFWHGµZRUGFORXGLQJ¶'DWDDIWHUEH-
ing transcribed were grouped and categorised 
LQWRTXHVWLRQVDQGUHVSRQGHQWV)RUHDFKLQWHU-
YLHZ TXHVWLRQV EHLQJ DQVZHUHG WKH WUDQVFULSW
then was put into online software called Wordle 
DYDLODEOHDWZZZZRUGOHQHWWRJHQHUDWHZRUG
FORXGV,QWKHVHµFORXGV¶NH\ZRUGVDQGWUHQGV
ZHUHLGHQWL¿HGVLQFHWKH\DSSHDUHGWREHRIELJ-
ger font size than others. The key words were 
WKHQWUDQVODWHGLQWR(QJOLVKUHDG\IRUDQDO\VLV
The reason for doing this is still to maintain the 
originality of the language of participants and 
to minimise the threats of misinterpretation. 
7KH XVH RI :RUG &ORXG VRIWZDUH DV *HR-
JUDSKLF ,QIRUPDWLRQ 6\VWHP *,6 EDVHG
6SDWLDO $QDO\VHV LQWHJUDWHG ZLWKLQ YDULRXV
methodological approaches is something that 
is being included in more and more websites 
DQGJUDSKLFVLQWHOHYLVLRQQHZVSLHFHV&LGHOO
,WRIIHUVDTXLFNDQGXVHIXOZD\WRGDWD
PLQH DQG V\QWKHVLVH ODUJH DPRXQWVRI WH[W LQ
RUGHUWR\LHOGNH\DQGVLJQL¿FDQWWKHPHVZLWKLQ
one image. This meta-language approach to 
DQDO\VLQJGDWDDFKLHYHGWKURXJKEOHQGLQJQHW-
work analysis and semiotic analysis produces 
QHWZRUNPHDVXUHVXVLQJTXDOLWDWLYHGDWDWRDU-
ULYHDWLQGLFDWRUVVXFKDVNQRZOHGJHGRPDLQV
PRGDOLW\SDUDGLJPVDQGSDUDGLJPVKLIWV6HU-
GHP:LOVRQ:LWKLQ WKH¿HOGRI
*HRJUDSK\ *,6 LV DQ HVWDEOLVKHG PHWKRG RI
DQDO\VLQJGDWD,WVXVDJHWRGDWHKDVEHHQXVHG
W\SLFDOO\LQWKHVWXG\RIKXPDQJHRJUDSK\HGX-
FDWLRQVRFLRORJ\DQGPHGLD
The method will be used for data analysis is 
FRQWHQWDQDO\VLVZKLFKLVa systematic coding 
and categorising approach which can be used 
to explore large amount of textual information 
*UELFK'DWDDIWHUEHLQJWUDQVFULEHGDS-
SURSULDWHO\ FDWHJRULVHG NH\ZRUGV ZHUH DQDO-
ysed basing on the conceptual framework and 
literature review; thus relationships among 
certain factors exposed. Common patterns and 
results were used then to draw conclusions and 
UHFRPPHQGDWLRQV RI WKH UHVHDUFK 6DXQGHUV
/HZLV DQG 7KRUQKLOO  )LQDOO\ WKH GDWD
were presented with discussion in order to an-
VZHUWKHUHVHDUFKTXHVWLRQVDQGREMHFWLYHV
Results & Discussion
Result
+HUH LQWHUYLHZ TXHVWLRQV DUH UHIHUUHG WR
DV$% DQG UHVSRQGHQWVQDPHG5 WR5
Twelve word clouds in Vietnamese were gener-
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ated to analyse key words and patterns; the fol-
lowing being an example of one of them.
1. Luxury brands and counterfeits of luxury 
brands
6HFWLRQ$RITXHVWLRQOLVWLQWHQGHGWRLGHQWLI\
the knowledge of respondents about brands in 
general. 100 percent of respondents were con-
¿GHQWWRJLYHGH¿QLWLRQVRIDIDPRXVEUDQGDQG
DOX[XU\EUDQGVZLWKH[DPSOHV6L[RXWRIHLJKW
PHQWLRQHGTXDOLW\LQWKHLUGH¿QLWLRQRIDOX[XU\
EUDQG ZLWK JRRGJUHDWH[FHSWLRQDOO\ KLJKEHVW
TXDOLW\HYDOXDWLRQ5HPSKDVLVHGRQWKHSK\V-
ical and mental value that a luxury brand can 
bring along with the importance of brand his-
tory and heritage. Two brought up the limited 
HGLWLRQRI OX[XU\JRRGVVWDWLQJ OX[XU\EUDQGV
aim at a small segment of the population and 
are not massively produced. All of them agreed 
that luxury brands are all expensive. As for 
WKHLUIDYRXULWHOX[XU\EUDQGVDOOVWDWHGZHUHLQ
IDVKLRQVKRHVDFFHVVRULHV VHFWLRQ &KDQHO ZDV
WKHPRVWIDYRXULWHZLWK¿YHDQVZHUVKRZHYHU
WKUHHPLVVSHOOHGDVµ&KDQQHO¶2WKHUIDYRXULWHV
ZHUH6DOYDWRUH)HUUDJDPR6)/RXLV9XLWWRQ
/9*XFFLDQG3UDGD+DOIRIUHVSRQGHQWVDQ-
VZHUHG µ$SSOH¶ DV D OX[XU\ EUDQG DQG LQGHHG
RQHRIWKHPVDLGµ=DUD¶
6HFWLRQ % JXLGHG SDUWLFLSDQWV WR the con-
cepts of counterfeiting and CBPs. 100 per-
cent participants knew about the existence of 
counterfeits; some mentioned that counterfeits 
were a normal phenomenon and are popular 
DPRQJ 9LHWQDPHVH FRQVXPHUV 4XHVWLRQ %
DVNHGSDUWLFLSDQWVDERXWWKHLURZQGH¿QLWLRQRI
D&%3$OOHLJKWUHVSRQVHVPHQWLRQHGWKHORZ
EDGTXDOLW\RIWKHSURGXFWVFKHDSHUSULFHVLPL-
WDWLRQRIRULJLQDOV5ZDVPRUHVSHFL¿FZKHQ
VKHVXJJHVWHGGLIIHUHQWYHUVLRQVRIFRXQWHUIHLWV
QDPHO\)DNH)DNHHWF7KHUHZHUHVRPH
LQWHUHVWLQJ LQVLJKWV VWDWLQJ &%3V ZHUH PDVV
SURGXFWLRQVZLWKDPELJXRXVGLVWULEXWRUV±5
RUFRXQWU\RIRULJLQRI&%3
³They are all made in China!´±5WHDFKHU
4XHVWLRQ%VDZVHYHQRIHLJKWSDUWLFLSDQWV
have purchased counterfeits. They were aware 
that the products were unauthentic and all prod-
ucts were fashion items of their favourite luxu-
U\EUDQGV*XFFL&KDQHO6)DQG/9
4XHVWLRQ % FRQFOXGHG WKH ¿UVW SDUW ZLWK
asking for their perception of using and 
owning CBPs. There are three trends in their 
UHDFWLRQV 7KHUH ZHUH 5 DQG 5 ZKR ZHUH
DEVROXWHO\DJDLQVW&%3VWKLQNLQJ&%3VGHYDO-
XHG RULJLQDO SURGXFWV 5 WKRXJKW XVLQJ &%3
HTXDOOHGDQH[WUHPHO\LPPRUDODFW
³After reading and knowing more about my fa-
vourite luxury brand, I think using counterfeits 
simply means killing the authentic brands, the 
history and heritage of a lifetime work!!!´
5PDUNHWLQJDVVLVWDQWVDLGZLWKVWURQJ
body language.
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)LJXUH([DPSOHVRIZRUGLQ9LHWQDPHVHJHQHUDWHGE\FORXGV
5VHHPHG WREHPRUHSDWURQLVLQJDQGH[-
pressed as she said if you have the money, you 
buy authentic brands. If you do not, dont buy 
them at all!7KLVREMHFWLRQRIXVLQJ&%3WUHQG
can be summarised with:
³Regardless of how similar or identical a CBP 
can look, it is still a counterfeit and never will 
be the same as the originals´
5PDUNHWLQJDVVLVWDQW
2QWKHRWKHUKDQGWKUHHUHVSRQGHQWVVKRZHG
QHXWUDO DWWLWXGHV WRZDUGV FRXQWHUIHLWV 5 
and 5 answered with both for and against ar-
JXPHQW7KH\DJUHHGWKDW&%3VDUHZURQJDQG
LOOHJDOEXWFRQVLGHULQJWKH¿QDQFLDOVWDWXVDQG
WKHDFFHSWDEOHTXDOLW\WKDW&%3VSURYLGHWKH\
EHOLHYH&%3VVDWLVI\WKHGHVLUHRIXVLQJOX[XU\
brands at a reasonable price. 
³Indeed there is no punishment for using coun-
terfeits; maybe only for manufacturing them. 
CBPs do no harm to you, are cheaper and al-
most as good so why not using them? 
5DFFRXQWDQW
5DOOVXSSRUWHGWKHXVHRI&%3VVD\-
LQJWKH\ZHUHIDLUO\DIIRUGDEOHSURYLGLQJ³TXLWH
RND\´TXDOLW\DQGXVLQJWKHPZDV³absolutely 
normal in society now! 5
2. Factors affecting counterfeit purchase de-
cisions
6HFWLRQ&SURYLGHGDQVZHUV IRUPDLQ¿QG-
LQJVRIWKLVSDSHULHH[SORULQJWKHLQÀXHQFH
of three factors to the decision making pro-
cess & UDLVHG TXHVWLRQV DERXWbrand image 
LQÀXHQFH VXFK DV EUDQG DZDUHQHVV SURGXFW
attributes and brand personality. The answers 
seemed similar since all of respondents felt 
PRUH FRQ¿GHQW FRPIRUWDEOH HOHJDQW FODVV\
IDVKLRQDEOH VRSKLVWLFDWHG JUDFHIXO DQG ODG\
like with the fashion brands. The brands were 
described with a cluster of adjectives such as 
OX[XULRXVKLJKTXDOLW\FODVVLFVLPSOHXQLTXH
VXLWDEOHDQGJODPRURXV5LQDGGLWLRQIHOWWKH
EUDQG6)KHOSHGWRH[SUHVVKHURZQLGHQWLW\
DQG KHOSHG KHU ³EH FRQ¿GHQW WR FRQTXHU WKH
world´ 6KH ZDV WKH RQO\ ZKR KDV GHHS XQ-
derstanding of her favourite brand with rec-
RJQLVDEOH ORJR XQLTXH IHDWXUHV RI WKH EUDQG
,Q JHQHUDO WKH\ DOO NQRZ WKH EDVLF IHDWXUH RI
WKHLU IDYRXULWH EUDQGV )RU SHUFHLYHG EHQH¿WV
DQGFRQVHTXHQFHVLQTXHVWLRQ&DOOLGHQWLI\
WKH XVH RI D %3 WR EH IDVKLRQDEOH OX[XULRXV
and similar as mentioned above. The only risk 
PLJKWRFFXUZDVWKH¿QDQFLDOWKUHDWVIURPRYHU-
VSHQGLQJRQOX[XU\EUDQGV7KHODVWTXHVWLRQLQ
VHFWLRQ&VXPPDULVHGKRZEUDQGLPDJHLQÀX-
HQFHGWKHLUSXUFKDVHGHFLVLRQRID&%37KHUH
ZHUHWZRWHQGHQFLHVEUDQGLPDJHSRVLWLYH-
O\ HQFRXUDJHG &%3V SXUFKDVHV DQG  EUDQG
LPDJHQHJDWLYHO\HQFRXUDJHG&%3VSXUFKDVHV
+DOIRISDUWLFLSDQWVZRXOGEX\&%3VXQGHUWKH
LQÀXHQFHRIEUDQGLPDJH5EHFDXVH
WKH\WKRXJKWLWZDVQRUPDOUHDVRQDEOHDQGDF-
FHSWDEOH5FODLPHGKHUFRXQWHUIHLW3UDGDEDJ
WR EH RI ³lovely quality, nice design and af-
fordable price´2QWKHRWKHUKDQG5
GLVDJUHHGZLWK WKHSRVLWLYH LQÀXHQFHRIEUDQG
image; although they agreed brand image had 
certain impact. 
³Positive brand image to a brand will enhance 
the knowledge and awareness of that brand, so 
hopefully consumers wont buy the counterfeits 
anymore!´ 
5EDQNHU
%RWK 5 DQG  IDQFLHG DXWKHQWLF 6) VKRHV
and Prada bags and would love to use authen-
WLF SURGXFWV EXW FODLPHG WKHLU ¿QDQFLDO VWDWXV
ZDVQ¶W HQRXJK WR VXSSRUW VXFK SXUFKDVH 5
FRQ¿UPHG VKH ZRXOG QHYHU EX\ &%3V RI KHU
IDYRXULWHEUDQGUHJDUGOHVVZKLOH5WKRXJKWD
fake Prada bag at the moment for her wouldnt 
be any harmful. 
4XHVWLRQVLQ&OHGWRthe effect of product 
involvement WR WKHSXUFKDVHGHFLVLRQ6SHDN-
ing of time and effort spent when purchasing 
DOX[XU\SURGXFW5ZRXOGRQO\ORRNDW
their favourite luxury brands and would only 
purchase from there; while the rest would con-
VXOW SHHUV SURIHVVLRQDOV DQG VSHQGPRUH WLPH
WRORRNDURXQG$WWKHHQGRIVHFWLRQ&KDOIRI
respondents revealed they would only purchase 
authentic products of the brands they admire; 
while three of the rest confessed they would 
SUHIHU &%3V VLQFH WKH\ ZHUH PRUH DIIRUGDEOH
DQGWKHSURGXFWOLIHF\FOHZDVVKRUWIRUIDVK-
LRQLWHPV5GLGQRWSURYLGHDQ\FOHDURSLQLRQ
99
ASEAN MARKETING JOURNAL
December 2014-Vol.VI- No.2- 89-104
because she thought as long as the items looked 
nice on her; she would buy regardless of luxury 
EUDQGVDXWKHQWLFRUFRXQWHUIHLWSURGXFWV
The last part of the interviews concentrated 
RQ WKH LPSDFWRISULFHRQ WKHSXUFKDVH2YHU-
DOOVL[RXWRIHLJKWUHVSRQGHQWVZRXOGFKRRVH
WREX\FRXQWHUIHLWVEHFDXVHWKH\ZHUHFKHDSHU
more affordable while satisfying the desire of 
owning luxury. 
I would choose CBPs because lets face it, it 
looks like an authentic branded item and no-
body would know the origin of the product be-
sides me!
5WHDFKHU
5  FRQ¿UPHG WKHLU RSLQLRQV ZKHQ VD\-
LQJWKH\ZRXOGQHYHUEX\&%3VHYHQZKHQWKH
SURGXFWVZHUHZD\FKHDSHU5GLGQ¶WOLNHLWLI
VKHZDVFDXJKWXVLQJZHDULQJ&%3VZKLOH5¶V
SKLORVRSK\ ZDV ³QHYHU WR EX\ FRXQWHUIHLWV
7KH\DUHIDNH´
Discussion
This section is structured according to the 
UHVHDUFKTXHVWLRQV
 'H¿QLWLRQ RI FRXQWHUIHLW EUDQGHG SURG-
ucts in Vietnamese consumers percep-
tions
%\ JLYLQJ GH¿QLWLRQV DQG H[DPSOHV RI ID-
PRXV DQG OX[XU\ EUDQGV SDUWLFLSDQWV KDYH
shown the basic knowledge about branding in 
RUGHUWREHTXDOL¿HGIRUWKLVUHVHDUFKSHU-
cent participants were aware of the existence 
of counterfeits; some even considered this phe-
nomenon to be ordinary:
³Of course there are counterfeits of luxury 
brands. As consumers, we all know about it!´
5RQOLQHVKRSRZQHU
7KHLU GH¿QLWLRQV RI D FRXQWHUIHLW EUDQGHG
SURGXFW ZHUH TXLWH VLPLODU DOO SHUFHLYHG ORZ
TXDOLW\ WR EH WKH ¿UVW HOHPHQW WR UHFRJQLVH D
FRXQWHUIHLWIROORZHGE\SULFH6RPHUHVSRQVHV
PHQWLRQHGWKHLGHQWLFDORUVLPLODUXVHRIORJR
GHVLJQDQGSDFNDJLQJ$WWKLVSRLQWWKHUHZDV
little attitude being exposed since they all had 
the same idea about what a counterfeit looked 
OLNH7KLVUHVXOWFRQFXUVZLWKPRVWRIWKHGH¿-
QLWLRQ LQ WKH OLWHUDWXUH UHYLHZ IURP7HDK DQG
3KDXDQG:LOFR[.LPDQG6HQ
+RZHYHUUHVSRQGHQWDQGSURYLGHGH[WUDLQ-
IRUPDWLRQUHJDUGLQJWKHFODVVL¿FDWLRQRIFRXQ-
terfeits:
³Actually there are different versions of coun-
terfeit now. The so-called super-fake1 products 
are really nice, have decent quality and look al-
most exactly like the authentic. If you are not an 
expert in luxury goods, you cant really tell the 
different. ´
5WHDFKHU
³There is a plethora of counterfeits on the mar-
ket now; such as fake 1 or fake 2, fake 3, etc. 
For cheaper forms such as fake 2, 3; it is easy 
to tell by the poor quality and design delicacy. 
Fake 1 is the most expensive among the coun-
terfeits because they are very close to the origi-
nals, and they are not that much cheaper than 
the authentic ones! However, regardless of fake 
1, 2 or fake 0.5; they are still all fraud! ´
5PDUNHWLQJDVVLVWDQW
7KH DGGLWLRQDO LQIRUPDWLRQ IURP 5 DQG
5 VHHP WR FRQWUDGLFW 7XUXQHQ DQG /DDN-
VRQHQ  SHUFHSWLRQ RI FRXQWHUIHLWV ZKHQ
WKH\ WKLQN WKHVH LPLWDWLRQV DUH RI ORZ TXDOLW\
DQG ORZSULFH2Q WRSRI WKDW WKHPDMRULW\RI
respondents showed mixed attitudes towards 
EX\LQJDQGRZQLQJ&%3V
)RUWKDWUHDVRQZLWKWKH¿UVWUHVHDUFKTXHV-
WLRQ 9LHWQDPHVH FRQVXPHUV¶ GH¿QLWLRQ RI D
CBP is an imitation of a luxury branded items 
regarding design, logo and packaging; with 
different versions possessing different quality 
and price. However, the quality and price are 
still worse than the original product.
2. The impact of brand image on attitudes to 
buy CBPs
7KUHHIDFWRUVRI3OXPPHUEUDQGLP-
age theory are combined and discussed in this 
section. This is due to the similarity in respon-
dents answers. 
$V DOO SDUWLFLSDQWV ZHUH IHPDOHV WKH\
GUHDPHGRIOX[XU\EUDQGVWRIXO¿OWKHLUGHVLUH
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WR KHOS WKHP EH PRUH FRQ¿GHQW WKHUHIRUH UH-
spondents perceived their favourite brands to 
have the same personality. The respondents 
provided different favourite fashion brands but 
described those using same words. The repeti-
tion of those descriptive adjectives expresses 
the same goal in fashion sense that these Viet-
namese young females wanted to achieve; or 
ZKDW WKH\ ZDQW WKH EUDQG WR UHSUHVHQW 2QO\
two respondents were able to tell the recogni-
VDEOHIHDWXUHVRIWKHLUSUHIHUUHGOX[XU\EUDQGV
which can be assumed that Vietnamese con-
VXPHUV WKRXJK IDPLOLDU ZLWK OX[XU\ EUDQGV
do not have thoroughly understanding of the 
XQLTXH SURGXFW DWWULEXWHV DQG WKH GLVWLQFWLYH
brand personality that the brands have. This 
fact also showed the limited understanding of 
luxury brands and their social and emotional 
value +RZHYHU WKH results did prove luxury 
brands are desired because of their symbolic 
aspects rather than functional; in correspon-
GHQFHZLWK%LDQDQG0RXQWLQKR$2QO\
5PHQWLRQHGZHDULQJ6)KHOSHGWRH[SUHVVKHU
LGHQWLW\ ZKLFK SURYLGHG WKH VDPH ¿QGLQJV DV
7XUXQHQ DQG /DDNVRQHQ  luxury con-
VXPSWLRQFDQEHPHDQLQJEDVHG WRFRQ¿UP
individuals identity.   
The majority of respondents believed lux-
XU\ EUDQGV FRXOG IXO¿O WKHLU HPRWLRQDO QHHGV
E\SURYLGLQJ WKHPHPRWLRQDO EHQH¿WV VXFK DV
EHLQJJUDFHIXOOX[XULRXVHWF7KLVRQFHDJDLQ
FRQ¿UPV $DNHU¶V DUJXPHQW LQ  WKDW the 
SHUFHLYHGEHQH¿WVZLWKOX[XU\EUDQGVDUHRI-
ten emotional rather than functional.
7KH UHVXOWV KDYH LGHQWL¿HG WZR WHQGHQFLHV
LQ WKH LQÀXHQFHRIEUDQG LPDJHRQ WKLVJURXS
of consumers. The relationship between posi-
tive brand image and likelihood to make the 
SXUFKDVHRID&%3FRUUHVSRQGVZLWK%LDQDQG
0RXQWLQKR  3KDX 6HTXHLUD DQG 'L[
$ ¿QGLQJV +RZHYHU ZLWK FRQVXPHUV
OLNH5ZKRXQGHUVWDQGV WKHFRQFHSWDQGYDO-
XHRIOX[XU\EUDQGV5ZKRVH¿QDQFLDOVWDWXV
LV VWDEOH DQG 5 DQG 5 ZKR DUH YDOXHFRQ-
VFLRXV WKH\GLVDJUHHGWRSXUFKDVH&%3VHYHQ
under the impact of brand image. The reasons 
WKH\SURYLGHGLQFOXGH5¶V³even if I buy, I will 
use it up or wear it out in a short amount of 
time and only for certain occasions´ZKLFKDUH
LQKDUPRQLVHZLWK  DQG0RXQWLQKR¶V¿QGLQJV
LQ%ZKHQWKH\FODLPHGWKDWthe decision 
to purchase largely depends on the context of 
usage. 
3. The role of product involvement in decid-
ing the purchase intention
The responses received in product involve-
ment part are diverse and cannot generate an 
overall conclusion. Their hesitation and awk-
wardness during their answers can be explained 
by the lack of understanding of the concept 
µSURGXFWLQYROYHPHQW¶$OWKRXJKWKH\ZHUHLQ-
troduced with terminology at the beginning of 
WKHLQWHUYLHZWKHLUDQVZHUVUHYHDOHGQRLQWHJ-
ULW\DQGFRQQHFWLRQ'HVSLWHRIWKDWIDFWWKHUH-
sults still exposed some personal emotions and 
UHODWLRQVKLSVWRZDUGVOX[XU\EUDQGV5
,QJHQHUDOUHVSRQGHQWVGLGQRWVKRZDQ\FORVH
connection between product involvement and 
WKHLU SXUFKDVH LQWHQWLRQ RI D &%3 7KLV LQGL-
FDWHV%LDQDQG0RXWLQKR%FRQFOXVLRQWR
be precise as they stated product involvement 
has neither direct nor indirect effects on con-
sumer purchase intention of CBPs.
4. The importance of price advantage in the 
decision making process.
5HVXOWVIRUWKLVTXHVWLRQDUHWKHPRVWVLJQL¿-
FDQW¿QGLQJLQWKLVUHVHDUFK$VH[SODLQHGLQWKH
literature review about the importance of price 
to consumers decision making process among 
9LHWQDPHVH FRQVXPHUV WKLV VWXG\ KDV identi-
¿HGWKHHVVHQWLDODQGGHWHUPLQLQJUROHRISULFH
when consumers intend to make a purchase. 
2SSRVLWH WR%LDQDQG0RXWLQKR
3KDX6HTXHLUDDQG'L[$%:HH
7DDQG&KHRNZKRDOODJUHHGWKDWSULFH
isnt important and does not motivate consum-
HUVWRSXUFKDVHDQGFRQVXPH&%3VVL[RXWRI
eight respondents for this study would choose 
price as an important determinant. The above 
DXWKRUV EHOLHYHG &%3V DUH LPLWDWLRQV RI SUH-
mium luxury products which are expensive 
anyway; but it actually is because of the costly 
premium authentic goods that encourage Viet-
namese consumers to switch to CBPs. The re-
VSRQVHVRI µPRUHDIIRUGDEOHSULFH¶ µYHU\QLFH
TXDOLW\ DQG GHVLJQ¶ µH[DFWO\ VLPLODU WR RULJL-
QDOV¶DOVRSURYHG WKHGLVFRYHU\ IURP%ORFKHW
DO$QJHWDODQG3KDXDQG7HDK
WREHDFFXUDWHDPRQJ9LHWQDPHVHFRQ-
sumers. 
Conclusions
Counterfeiting has become a global eco-
nomic phenomenon considering the demand for 
counterfeits of branded products. This makes 
the study of why consumers choose to purchase 
counterfeits more worthwhile than ever before 
%LDQDQG0RXWLQKR%
This study examines Vietnamese female 
consumers attitudes towards counterfeit brand-
HG SURGXFWV E\ LQYHVWLJDWLQJ WKH LQÀXHQFH RI
EUDQG LPDJH SURGXFW LQYROYHPHQW DQG SULFH
advantage towards decision-making processes 
associated with purchasing and ownership. A 
particular focus was given to luxury brands; 
GXHWRWKHLQFUHDVHGVLJQL¿FDQFHUHVRQDQFHLQ-
volvement and pull of such branded commodi-
ties.
Findings suggest that Price Advantage plays 
a determining and predominant role in en-
couraging consumers purchase intention of a 
FRXQWHUIHLW SURGXFW ,Q DGGLWLRQ %UDQG ,PDJH
has positive effect on the purchase intention as 
ZHOOZKLOHSURGXFWLQYROYHPHQW,VQRWFRQVLG-
ered during the process. 
)RUWKH¿UVWWZRIDFWRUVRIEUDQGLPDJHDQG
SURGXFW LQYROYHPHQW 9LHWQDPHVH FRQVXPHUV
have shown similar attitudes with what have 
EHHQDFDGHPLFDOO\WHVWHG+RZHYHUWKLVLQYHV-
WLJDWLRQKDVSURYLGHGDQLPSRUWDQWFRQFOXVLRQ
which is the determining role of price to a pur-
FKDVH LQWHQWLRQ RI D &%3 DPRQJ 9LHWQDPHVH
female consumers. 
There are some interesting discoveries that 
previous academic papers failed to address. 
2QHFKDOOHQJHWKHDXWKRUVHQFRXQWHUHGZDVWKH
lack in understandings of luxury brands. Viet-
nam is a developing country; hence consumers 
have just been introduced to luxury brands and 
luxury branded consumption relatively recent-
O\ 1RQHWKHOHVV 9LHWQDPHVH FRQVXPHUV KDYH
SXWWRJHWKHUIDVFLQDWLQJLQVLJKWVWKDWDUHXQLTXH
and in-depth. They have shown the tendency to 
become wise consumers; searching for ways 
to satisfy their needs and wants without over-
spending the budget. They understand the sig-
QL¿FDQFHRIV\PEROLVPDQGSUHVWLJHLQIDVKLRQ
WKH\ GHVLUH WR GH¿QH WKHLU LGHQWLW\ ZLWK KLJK
YDOXHSURGXFWV&RQYHUVHO\WKH\DOVRUHFRJQLVH
the short product life cycle of fashion. This is 
perhaps one additional explanation why Viet-
namese young consumers would prefer coun-
terfeits to originals. 
,W FDQ EH VHWWOHG WKDW 9LHWQDPHVH FRQVXP-
ers understand the meaning of counterfeits and 
have experienced counterfeits regardless of 
ZKHWKHU RU QRW KDYLQJ SXUFKDVHG RQH 2YHU-
DOOPRVWSDUWLFLSDQWVKDYHVKRZQSRVLWLYHDQG
supportive perceptions of counterfeits. Despite 
WKHLUDZDUHQHVVRIOHJDOLVVXHWKH\GLGQRWWKLQN
their consumption of counterfeits to be destruc-
tive or immoral. 
Positive perceived brand image of luxury 
goods can inspire consumers to make a purchase 
of a counterfeit; however it also will depend on 
the usage situation. Vietnamese consumers con-
sider product attributes and brand personality to 
be closely related to satisfy their expectation in 
one luxury brand; thus to express their personal 
LGHQWLW\7KHEHQH¿WVWKH\SHUFHLYHWKHOX[XUL-
ousness to bring are mainly emotional. How-
HYHU SURGXFW LQYROYHPHQW QRQHWKHOHVV SOD\V
QR VLJQL¿FDQW UROH LQGHFLGLQJRUHQFRXUDJLQJ
FRQVXPHUV WR EX\ D &%3 SDUWLDOO\ EHFDXVH
Vietnamese consumers are not familiar with the 
FRQFHSWRIKLJKORZLQYROYHPHQWZLWKDSURG-
XFWOHWDORQHDOX[XU\EUDQG3ULFHDGYDQWDJH
was proved to be the most attractive feature of 
D &%3 DQG LW ZDV WKH GHWHUPLQLQJ IDFWRU WKDW
encourages consumers to make the purchase. 
The foremost value that this research has 
provided is the refreshing study about a par-
ticular group of Vietnamese consumers. There 
has been little literature review on the topic of 
counterfeiting that investigated into Vietnam-
HVH PDUNHW HVSHFLDOO\ \RXQJ ZRPHQ7KH UH-
VXOWVRIWKHUHVHDUFKKDYHDOVR¿OOHGLQWKHEH-
KDYLRXUDOJDS LQ0LDQL DQG0HUROD¶V VWXG\ LQ
2012 about Vietnamese consumers perception 
RI ,WDOLDQ EUDQGV 7KLV FRQWULEXWHV WR WKH H[-
isting literature about counterfeits of branded 
products worldwide while focusing on a spe-
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